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"Can | be
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Need

Drivers ictability

Do they care
for my interests
and the things |

believe In”

Fairness
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Need Drivers: Ethics

Directors Salaries
(Netherlands)

Price Rises
(Sweden)

Disconnections
(UK)
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Need Drivers: Ethics

Low Involvement product
Low Involvement service
High involvement issues

High involvement brands
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Lifestyle

ore money, ma

ictability

"what | really
want IS more

from my life” -4
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Need Drivers: Simplicity

JET
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Need Drivers: Simplicity

Decisian~Mnking
Heuristics

U-Switch
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Need Drivers: Simplicity

Decisian~Mnking
Heunristics

HYVA
VALINTA
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Fixed and Temporal Influencers

Structural Pre-requisites

Marketing

| Behavioral -
Facilitators

Customer Pre-requisites
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ening Phenomena* - Customer Pre-requisites

@ Switching requires comparability / commodity switching

@ Critical awareness matters more than relative awareness

@ Price elasticity depends on price volatility, levels, changes,
savings, price/savings significance, peaks, predictions

@ Present price and bill predictability increases loyalty, volatility
decreases loyalty

@ Disloyalty follows seasonal, regional and cyclical trends
@ Satisfaction has a moderate correlation with loyalty

@ Perceived Emancipation / switching multiplier effect

*This is just a small selection of intervening phenomena
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Re-Born Competition
(cyclical?)

Great Britain Energy Customer Switching Rates
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Need Drivers: Emancipation

Re-switching in Norway

Source: VaasaEmg, NVE (Norwegian regulator)

[ ] Price + Spot Aggregate 4.20
[ 1 Re-Switching (Mutiplier) 3.88
3.16
281 276
2.63
259 549
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Category Market* Rank

Great Britain

Victoria (Australia)

\ South Australia (Australia)
ACTIVE Sweden

Norway

Netherlands

New Zealand

Texas (USA)

Flanders (Belgium)

_ New South Wales (Australia)
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SLOW Finland 11
Denmark 12
DORMANT | Austria, Germany; Spain; Alberta, Not
Ontario (Canada); California, ranked
Connecticut, lllinois, Maine, Maryland,
Massachusetts, Michigan, New York,

New Jersey, New Hampshire, Ohio,
Pennsylvania, Rhode Island (USA)

o A

* Designated by country, province (Canada), or state (U.S.) )
AN
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Best Practice

76317 Issues
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Comparable Switching Trend Data

There Is a need to collect
comparatrive switching
data using consistent
definitions and methods
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Prevention of Incumbent Privileges

@ Wholesale availability and Margins for new entrants
@ Genuine unbundling

@ NoO ihcumbent offer pricing & price-matching

@ No incumbent L-term contracts

@ Inhibited incumbent loyalty-schemes & product
bundling
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#4 Prevention of Incumbent Priviledges

@ No low-price incumbent subsidiaries
@ No obligation to supply (except special-needs)
@ Single bills for switchers

@ Uniform switching procedures within & between
countries
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Customer Awareness & Motivation

@ Quality of marketing

@ Independent campaigns (e.g. energywatch)

@ Regulatory communications

@ Short-term switching incentives / Customer credits

@ Savings Significance (minimal supply taxes, bill
clarity & comparability)

@ Cool off-periods & post-switch satisfaction enquiries
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Bill Predictability & Price Volatility

@ Short-term contracts / market-based tariffs
@ Minimal price change periods

@ Price setting freedom
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Simplicity & Heuristics

For customers - to reduce search & switching costs (including effort, time and risk)

@ Comparison & switching websites / labeling
systems

@ Comparability and commoditization
@ Minimum switch times

@ Switching-anytime, as often as want, cost free
(requires AMR, estimated & self meter reading)

@ Switching without signatures

@ No need to contact more than one party
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Simplicity

For competitors — to reduce process costs, time and risk

@ European-wide compatable EDI systems

@ < 1 week post-request switch process
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Other Possible Issues

@ Neutrality of DSO’s in customer win-back
@ Equality of network tariffs
@ No old tariffs linking distribution & supply

@ No Switch-data transfer obstruction
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